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Abstract 
 
In a fashion clothing context, this study explores the relationships between materialism, 
gender, fashion clothing involvement and recreational shopper identity. These relationships 
are tested using (N = 200) Australian Generation Y consumers.  Results suggest that fashion 
clothing involvement is significantly affected by materialism and gender, and in turn fashion 
clothing involvement influences recreational shopper identity.  A direct relationship was also 
found between materialism and recreational shopper identity. 
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Examining the Antecedents of Recreational Shopper Identity 
 
Introduction 
 
As a product, fashion clothing can mean diverse things to different people and as consumers, 
people form differing attachments to fashion clothing items (Martin, 1998; O’Cass, 2000). In 
an attempt to understand these varying attachments to fashion clothing, the research area of 
consumer involvement in fashion clothing has emerged. Involvement has significant potential 
to explain fashion clothing consumption behaviours (Bloch, Commuri and Arnold, 2009) and 
regarding fashion clothing, consumer involvement has been found to be an influencing 
variable (Auty and Elliot, 1998; O’Cass, 2000, 2004). Young Australian Generation Y (Gen 
Y) consumers are considered one of the most important market segments for fashion clothing 
(Huntley, 2006, p. 147), so understanding their involvement in fashion is important (O’Cass 
and Choy, 2008) and is evidenced by the number of retailers in the marketplace who target 
Gen Y consumers. This study focuses on the Generation Y (Gen Y) market segment. Gen Y 
can be defined as “those persons born between 1977 and 1994” (Daniels, 2007, 6). Gen Y is 
predicted to be the most significant retail spending group in Australia by 2015 (Daniels, 
2007).  
Literature Review 
 
Fashion Clothing Involvement 
 
Consumer involvement is a motivational state that drives consumers’ behaviour. Researchers 
argue that involvement can influence the incorporation of an activity into an individual’s self-
concept (Belk, 1988; Fisher and Gainer, 1991; Shamir, 1992). Involvement has been 
suggested to have significant potential in explaining fashion clothing related consumption 
behaviours (Bloch et al., 2009) and in terms of fashion clothing, has been found to be an 
influencing variable (Auty and Elliot, 1998; O’Cass, 2000, 2004). For this study, fashion 
clothing is defined as any item of clothing, branded or un-branded, that a consumer may own 
or admire, and may never purchase. Fashion clothing involvement is defined as “the extent to 
which the consumer views the related fashion [clothing] activities as a central part of their 
life” (O’Cass, 2004, 870). 
 
Materialism 
 
Materialism illustrates the relationship or attachments between possessions and individuals.  
Belk’s (1984, p. 291) definition of materialism forms the basis for a majority of studies in this 
area (see: Ger and Belk, 1996; O’Cass, 2001, 2004; Sirgy et al., 1998) where it is defined as 
“the importance a consumer attaches to worldly possessions”. Materialistic values are said to 
influence the need for goods in terms of identity search, self-presentation, aesthetic 
consumption, the desire to save time and for marking special occasions (O’Shaughnessy and 
O’Shaughnessy, 2007). Overall, findings indicate that materialism plays an important role in 
the development of consumers’ relationships with particular objects (O’Cass, 2004).  
 
The extant literature has focused on understanding how materialistic values are formed. 
Shimp and Madden (1998) argue that the consumer-object relationship can arise from various 
combinations of psychological processes ranging from motivation, emotion and cognition 
and can span from dislike to loyalty for a particular product. At the highest levels of 
materialism, possessions are thought to assume a central place in an individual’s life and are 
believed to provide the greatest sources of satisfaction and dissatisfaction (Browne and 
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Kaldenberg, 1997; Fournier and Richins, 1991; Richins and Dawson, 1990). Materialists 
generally rely heavily on possessions to symbolise their individual qualities, the groups that 
they belong to and their social standing within the wider community (Dittmar, 1992, p. 10; 
Richins 1994). It follows, that materialism may be important in developing a consumers’ 
involvement in products, particularly fashion clothing. O’Cass (2004) argues that the link 
between materialism and involvement is particularly pertinent in the context of fashion 
clothing. For materialists, the context of fashion clothing allows the fulfilment of the values 
that Richins and Dawson (1992) highlight as key aspects of materialism. For instance, the 
values of acquisition, happiness and portrayal of appearance are satisfied by the possession of 
fashion clothing (Richins and Dawson, 1992). 
 
There is an explicit link between materialism and involvement (Browne and Kaldenberg, 
1997; O’Cass, 2001, 2004) where, in terms of fashion clothing, materialistic values affect 
involvement in fashion clothing (O’Cass, 2004). Given that Australia’s Gen Y has been 
acculturated into a materialistic consumer culture, more so than any other generational cohort 
(Daniels, 2007), highly materialistic Gen Y consumers are likely to be highly involved in 
fashions clothing. Thus, it is hypothesised:  
 
H1: Materialism will have a significant positive relationship with fashion clothing 
involvement in Australian Gen Y consumers. 
 
Gender 
 
Gender has also been found to influence fashion clothing involvement in consumers (Auty 
and Elliot, 1998; O’Cass, 2000, 2004; Tigert, King and Ring, 1980). A social construct, 
gender is defined by Gentry, Commuri and Jun (2003, 3) as “…the symbolic role definition 
attributed to members of a sex on the basis of historically constructed interpretations of the 
nature, disposition and role of members of that sex.” Gender has been identified as a key 
influencing variable in identifying differences in consumer attachments to possessions and 
marketplace behaviours that are indicative of consumer involvement (Auty and Elliot, 1998; 
Browne and Kaldenberg, 1997; Dittmar, 1992: O’Cass, 2000, 2004). Relevant to this study is 
the theory of gender role socialisation which helps account for variances in behaviours 
between males and females. Socialisation is “the process by which an individual learns the 
norms and values of the group and society” (Assael, Pope, Brennan and Voges, 2007, p. 
336). In the context of gender role socialisation, the individual learns their gender identity 
from others of the same sex by early adulthood and this identity is the basis of an individual’s 
personality and belief system (Chodorow, 1978; Gilligan, 1987, p. 30). In their study, 
Browne and Kaldenberg (1997) found that female participants experienced greater 
involvement in fashion clothing than did the male participants. These results suggest that 
females are more interested in or more attuned to fashion and are more willing to try new 
styles (Davis, 1992, p. 27). Thus, it is hypothesised: 
 
H2: Australian Gen Y female consumers will be significantly more involved in 
fashion clothing than Australian Gen Y male consumers.  
 
Recreational Shopper Identity 
 
Recreational Shopper Identity (RSI) is relatively new to the consumer behaviour literature 
and is borne out of Bellenger and Korgaonkar’s (1980) seminal work concerning the shopper 
typologies literature (see: Lunt and Livingston, 1992, p. 49; Prus and Dawson, 1991; Stone, 
Page 3 of 10 ANZMAC 2009
3 
 
1954; Westbrook and Black, 1985) and also the leisure identity literature (see Haggard and 
Williams, 1992; Shamir, 1992). According to Guiry, Magi and Lutz (2006, 75) the concept of 
RSI is “a dimension of an individual’s self-concept whereby the consumer defines himself or 
herself in terms of shopping for recreational or leisure purposes.” RSI has been found to 
affect consumer marketplace behaviours in relation to shopping pursuits, and also to 
heightened levels of leisure experience (Guiry et al., 2006).  Consumption of shopping, for 
many consumers is a hedonistic pursuit that occurs in shopping places that have become 
“hybrid spaces mixing goods and leisure in varied proportions” (Sassatelli, 2007, p. 164). 
This hybrid space has given rise to shopping as recreation. The concept of recreational 
shopping is chiefly characterised by the enjoyment felt by the shopper (Falk and Campbell, 
1997, p. 180) and has been noted to act as a means for “acknowledging, entertaining or 
expressing one’s self” (Prus and Dawson, 1991, 160).  
 
Guiry et al. (2006) developed and tested a five-item RSI scale in the context of fashion 
clothing shopping. The authors found that those who have a strong RSI are more likely to 
spend greater time shopping. Further, they are more likely to spend greater sums of money 
when shopping, when compared to weak RSI consumers. This finding is significant when 
considering that the acquisition of goods or services is not a necessary characteristic of 
shopping behaviour (Guiry et al., 2006). In fact, the well worn phrase “I’m just looking” 
often justifies time spent in stores (Bowlby, 1993, p. 35). Guiry et al’s (2006) study also 
found consumers with a strong RSI shop more frequently and shop across multiple shopping 
channels including brick-and-mortar stores, on-line stores, catalogues and other avenues 
(Guiry et al., 2006). When developing the RSI measure, Guiry et al. (2006) drew upon 
consumer involvement literature, and the authors imply that consumer involvement is an 
underlying variable that affects RSI. Throughout their study, however, Guiry et al. (2006) do 
not test this relationship, and there are no other existing studies that test whether a 
relationship exists between consumer involvement and RSI.  
 
Consumers who are highly involved in fashion clothing will have a strong propensity to 
interact with forms of fashion clothing (O’Cass, 2004) in the marketplace, and as fashion 
clothing is a publicly consumed product, consumers may also view shopping as an 
opportunity to observe fashion as adorned by others in the marketplace (Cox, Cox and 
Anderson, 2003).  
 
The retail culture to which Gen Y consumers have grown accustomed, are likely to have 
developed a different shopping style compared to other consumers (Bakewell and Mitchell, 
2003). So far, no previous studies have examined specific age cohorts in relation to RSI. The 
RSI measure may provide valuable insights into the consumption related behaviours of Gen 
Y Australians. For those Gen Y consumers who are highly involved in fashion clothing, RSI 
characteristics may be more prominent. If a consumer is highly involved in fashion clothing, 
they are more likely to enjoy being in the marketplace as a means to maintain the attachments 
and interests they have in fashion clothing. Thus, it is hypothesised:  
 
H3: Fashion clothing involvement will have a significant positive relationship with 
RSI for Australian Gen Y consumers. 
 
Figure 1 depicts the relationship among the three hypotheses. 
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Figure 1. Proposed Relationships 
 
 
 
 
 
 
 
 
 
Research Methods 
 
The relationships were tested with a self-administered questionnaire using purposive 
sampling at a major Australian university. Based on pilot study (n=40) results, the final 
questionnaire contained 14 items (α = between 0.73 and 0.83) for the materialistic values 
measure of Richins and Dawson’s (1992). An example item is; I try to keep my life simple, as 
far as possessions are concerned.  Fashion clothing involvement was measured via eight 
items from O’Cass’ (2000) scale (α = 0.98). An example items is; Fashion clothing means a 
lot to me.  RSI was measured using the five items from the RSI scale (α = 0.83 and α = 0.90) 
of Guiry et al. (2006). An example item is; Shopping is important for my self-definition. All 
measures were seven-point Likert-type scales from strongly agree to strongly disagree.  
Results 
 
The sample comprised 200 respondents between 17 and 32 years with a mean age of 21 years 
and was 56.5% female. A two-step hierarchical regression analysis was conducted in order to 
test whether fashion clothing involvement predicts RSI in the presence of materialism values 
and gender. The independent variables (materialism and gender) explain 36.4% of the 
variance in RSI levels in Australian Gen Y consumers (F change = 55.56, p<.001) and 
fashion clothing involvement explains an additional 24.2% (F change = 118.62, p<.001).  
 
The regression analysis revealed materialism has a significant positive relationship with 
fashion clothing involvement (β=.58, t = 9.637, p<.001), gender has a significant positive 
relationship with fashion clothing involvement (β=.20, t = 4.56, p<.001), and fashion clothing 
involvement has a significant positive effect on recreational shopper identity (β=.61, t = 
10.89, p<.001).  Therefore H1, H2 and H3 are supported.  When conducting the multiple 
regression analysis a direct relationship was also found between materialism and RSI. 
Subsequently, the Sobel test was used to determine if this indirect effect is significant. The 
direct effect was found to be significant at p<.05 and accounted for 28.4% of the variance in 
RSI, this is shown on Figure 2 below. 
 
Figure 2. Summary of Results 
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Discussion and Conclusions 
 
The findings of this study are important both theoretically and in practice.  As expected, this 
study found that materialism affects fashion clothing involvement in Australian Gen Y 
consumers. Specifically, the stronger the materialistic tendencies of the consumer, the higher 
the involvement in fashion clothing. This is the first study however to examine this 
relationship in the context of Australian Gen Y consumers. For materialistic consumers the 
important aspects of fashion clothing appear to be in relation to the ability to convey status, 
convey success and give pleasure, supporting earlier findings in the literature (Auty and 
Elliot, 1998; Browne and Kaldenberg, 1997; O’Cass, 2001, 2004). Given that marketers wish 
to facilitate fashion clothing involvement, they should encourage the materialistic benefits of 
items. For example, utilisation of online applications to enable consumers to build outfits and 
interact with fashion clothing items virtually would help to nurture involvement.  
 
This study found that a consumer’s gender effects involvement. Specifically, Australian Gen 
Y females are more involved in fashion clothing than Australian Gen Y males, supporting 
earlier findings in the literature (Auty and Elliot, 1998; O’Cass, 2000, 2004; Tigert et al., 
1980). The findings suggest that for Australian Gen Y females, fashion clothing is a highly 
relevant product whereas for Australian Gen Y males, it is not. This finding is consistent with 
work by O’Cass (2004) who also found females more involved in fashion clothing than men. 
This finding implies that retailers may benefit from extending their product range to include 
both male and female fashions. If female Gen Y consumers are involved in fashion clothing 
pertaining to them, they may also be involved in fashion clothing for their male family 
members and/or partners. 
 
As hypothesised, this study found that a consumer’s involvement in fashion clothing has a 
direct effect on their RSI for Australian Gen Y consumers. The greater the involvement in 
fashion clothing, the higher the RSI level in consumers. This finding provides initial 
empirical support for the theoretical proposition by Guiry et al. (2006) who suggested that 
consumers high in RSI were highly involved in shopping.  As such, this study makes a unique 
contribution to the literature by theoretically arguing that fashion clothing involvement is an 
antecedent to RSI and provides empirical support for this relationship.  
 
The implications of this finding are significant for shopping centre managers in particular. 
Specifically, ensuring experiential elements are incorporated into the design of shopping 
centres will benefit centre owners. For example, the inclusion of movie cinemas, extensive 
food eateries and relaxing social spaces would act to ensure there are recreational elements to 
attract Gen Y consumers high in RSI. Also, fashion clothing retailers who target Gen Y, 
should ensure they occupy stores within these shopping centres. In doing so, retailers may 
experience greater foot-traffic and sales by reaching more Gen Y recreational shoppers.  
Furthermore, this study also found a significant direct relationship between materialism and 
RSI. This direct relationship warrants further scrutiny in future studies. Future research could 
examine these relationships in different contexts to enhance the validity of these findings. For 
example, future research may examine this relationship in the context of Australian 
Generation X consumers to see if this relationship holds among members of a different 
consumer age cohort. 
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